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			WHY THIS BOOK?

			[image: ]The real voyage of discovery consists not in seeking new landscapes, but in having new eyes. 

			Marcel Proust

			

			As of the writing of this book, you’ll find 264 results when searching for “brand positioning” in Amazon’s “marketing and sales” book section. And while the subject of brand positioning is extensively covered, illustrating the importance of this subject in the world of marketing,  I’m providing you with a simple yet fool-proof methodology—a how-to guide designed to help and inspire you to generate more compelling brand positioning platforms, something most books about brand positioning are missing.  

			This book is meant to fill that gap. In fact, the methodology described in this book harvests over 100 years of marketing wisdom and is based on the analysis of over 1200 case studies of successful brand positioning and brand building (ex. Effies, IPA awards). This analysis has led to the identification of 26  proven successful sources of positioning that this methodology invites you to explore and use as inspiration when developing your own brand positioning platform. 

			This will lead you to more relevant positioning solutions—faster than any methodology I have ever come across in my 25+ years’ career—by inspiring you to look at your brand positioning assignment from 26 proven successful perspectives with an unlimited number of combinations. 

			This method has already been used effectively by thousands of strategists around the world through the positioning method cards I created a few years ago and through my online course on Skillshare. 

			But don’t take my word for it. A senior consultant working at a global research and brand development firm, for which I have a tremendous amount of respect and that typically charges hundreds of thousands of dollars for this type of project, provided the following feedback after using the methodology described in this book.

			“I recently used [this methodology] with my colleagues and we were astonished how well they worked and how quickly we were able to hone in on a territory for the brand we were working on. A team that had already worked on a positioning for weeks got some folks in the office together, told us nothing about where they’d arrived and we broke into teams and used the cards and in 20 minutes built pretty much what the team that had been working on it for weeks had come up with. Very cool tool to scrape the corners of your brain. We’re planning on using them whenever we’ve got a positioning assignment!”

			The author of this quote, and her company, preferred to stay anonymous. However, you can find additional testimonials from some of my clients who have experienced this methodology first-hand on my website www.first-the-trousers.com, and from the Amazon reviews (5 stars rating) of those who have bought the method cards.
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			As a start-up in a fast-moving market, Ulli helped us to quickly create a positioning and messaging strategy that was relevant to our buyers. In the space of just a few weeks he was able to interview a dozen of our internal stakeholders and over two dozen of our target IT buyers and current customers and provide us with compelling insights into what messages would resonate. His research and input allowed our marketing and sales teams to align around how to better communicate with the market and also provide valuable feedback for our product direction. I would highly recommend working with Ulli for your positioning and messaging strategy needs.

			Senior Vice President Marketing, Container Security Solutions For DevSecOps
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			Ulli and the First the Trousers team helped us with a fresh approach to create a compelling story for a new (global) product through a Positioning-Roulette workshop. Positioning Roulette proved to be a very effective method to explore all potential options to build a clear and distinctive brand and product message to conquer customer loyalty and new customers. Ulli’s experience and enthusiasm to prepare the workshop and then moderate the discussions was the icing on the cake. Very recommendable! 

			Global Product Marketing Manager, Global Healthcare Industry
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			FTT helped us evolve Angel’s Envy brand positioning and the Positioning-Roulette methodology was a good reminder that often “tried and true” is the best method when approached creatively. This all-encompassing approach had us explore every positioning option without bias, and with Ulli’s guidance allowed us to distill the ideas into a truly unique place in this increasingly cluttered category.

			Managing Director, Spirits Company
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			Ulli (and the FTT team) has a clear passion and knack for positioning work.  He also is very skilled at building relationships and leading/moderating discussions.  The Positioning Roulette methodology led to a deep team discussion and new insights around how to optimize our brand positioning and also gave the team confidence that we had explored all potential options.  I would highly recommend Ulli and look forward to working with him again.

			Marketing & Innovation Director, Leading CPG company
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			Ulli and his team are thoughtful, thorough and caring. They do a wonderful job of listening, understanding and gathering info to help capture the essence of the brand (or it’s aspiration) and then checks it against the real world. FTT has helped us find a clarity that we’d been searching for.

			C.E.O., Healthcare Industry

		


		
			WHO SHOULD READ THIS BOOK?

			This book is written for everyone involved in the development of brand positioning platforms, product concepts, and messaging strategies; everyone who wants to create or contribute to more inspiring, more differentiated, and harder working brand positioning platforms, ultimately achieving better business results. And for those who want to spend less time doing so.  

			In fact, both junior and senior marketing professionals will find it useful, including brand managers and CMOs, communication professionals, market researchers, strategists, and consultants.

			Last but not least, this book will be relevant and valuable to marketing, business, and communication students as it will easily add 10 to 15 years of experience to your positioning development and creative problem skills. 
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			WHAT IS A BRAND?
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			The best way to understand the role of a brand positioning is to start with brands and what they are. There are many attempts to define brands out there. 

			Advertising legend David Ogilvy defined brands as “the intangible sum of a product’s attributes”. 

			Marketing professor and consultant David Aaker defines a brand as “the set of assets and liabilities linked to a brand’s name and symbol that adds to or subtracts from the value provided by a product or service to a firm and/or that firm’s customer”. 

			Seth Godin defines a brand as “the set of expectations, memories, and relationships that, taken together, account for a consumer’s decision to choose one product or service over another”. 

			And finally Amazon’s founder Jeff Bezos defines a brand as “your brand is what other people say about you when you are not in the room”.  

			These are all great definitions by experts in the field. However, what they lack is actionability. Based on those definitions it is not clear how to go about creating a brand. So, allow me to provide my own, much more pragmatic but also more actionable definition of a brand. 

			“A brand is the sum of all the associations consumers have about your offering”.

			These associations form the brand image, which together with the brand’s awareness levels (unaided and aided) form your brand’s equity. 

			This definition holds true for large national or global brands such a Harley Davidson and Coca Cola as well as for small businesses and start-ups and even for solo entrepreneurs and individuals trying to define their brand. 

			Ask consumers what comes to mind spontaneously when they think about a specific brand and you have your brand associations. 

			[image: ]

			[image: ]

			Consumers will automatically form associations with your brand whether you want that association or not and whether you manage them or not. In fact, consumers will automatically put your brand into mental categories and associate specific meaning with your offering based on their personal experiences, their knowledge, their belief system, and values, and based on what they hear from others including their friends, family, peers, or the media.  

			A little cartoon that in my opinion perfectly illustrates how associations help create brands is the one depicted above. In fact, both kids offer the exact same product in the exact same way. This would be the typical “generic” lemonade stand so embedded in American culture that it will already trigger a whole set of associations. 

			However, the kid depicted on the right did something brilliant. He created two additional associations with his offering and thus made it more appealing and differentiating: he associated the idea of “juice-cleanse” with his offering which in turn triggers a whole new range of positive associations (health, detox, etc.) and he associated his offering with a significantly higher price point. What is up for debate here is whether the price of $20 (versus the 20 cents for the kid on the left) helps enhance the cleansing benefit perception (“if it is that expensive, it must be of good quality”) or whether it is the result of this different positioning (“it is a cleaning drink, so it is worth the much higher price”). In any case, the $20 price tag also acts as a brand association. 

			A real-world example of the price acting as a brand association would, for example, be the claim “Reassuringly Expensive” by Stella Artois. 

			Of course this is a cartoon. However, its author, Paul Noth, was insightful in his observation that when you reframe a “generic” offering and add associations that are important and meaningful, and that differentiate your offering, your consumers will line up to buy your product and will be willing to do so at a higher price point.
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			Let’s do a little exercise: grab a piece of paper and a pen, or open a new text window on your computer and take a few minutes to write down what you think are the core, most motivating, and distinctive associations your key consumers or customers have with your brand. Try to be honest and only focus on those your consumers actually associate with your brand, not the ones you wish they would associate with your brand. If you struggle to go through this little exercise, you don’t have a clear understanding of how your brand is perceived. It might be time to do some research. 

			The value of defining a brand as “bundles of associations” is that it takes an abstract concept
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Fedededeod Immediate value!
Reviewed in the United States on September 28, 2021
Verified Purchase

If you are a brand strategist, account planner, or any other smart agency title, you need
these cards. | am a seasoned strategist and have created many positioning territories, but
just like everyone | get stuck sometimes. | purchased these cards to see if they would offer
value during an upcoming project and they absolutely did. | randomly selected cards and
after reading each | put them in 2 piles - 1 that felt like it could be a fit for this brand and 1
that wasn't. After | finished | had 6 cards and tons of ideas for positioning that day. Guys,
this is an awesome, tactile way to stimulate your thinking and get you to ideas faster. Don't
wait - buy it!

Helpful Report abuse
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@ Annie McGee

Fefefodok These are AWESOME!
Reviewed in the United States on November 6, 2018
Verified Purchase

Very worthwhile getting your message focused! These are for the do-it-yourselfer and for
the seasoned professional that relies on the best people. | found the process to be easy to
follow and appreciated the direction(s) it took us. This is money very well spent.

One person found this helpful

Helpful Report abuse
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e A great tool for any marketer, no matter if they're new to marketing or a
seasoned vet

Reviewed in the United States on June 17, 2020

Verified Purchase

I would recommend these cards for any marketer, no matter what category they work in.
Through simplified positioning ideas and thought starters, the creator has developed a way
to boil down a difficult/confusing process to something tangible and fun. These are sure to
be a staple in the marketing world. I'm looking forward to more items like this from the
author.

One person found this helpful

Helpful Report abuse
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Fefededede These Positioning Roulette Cards Will Change The Way You Develop
Marketing Strategy

Reviewed in the United States on July 17, 2018

Verified Purchase

I happened to catch the mastermind behind this positioning roulette card deck - Ullie
Applebaum - on the always excellent podcast "Everyone Hates Marketers". There are 26
cards organized into three different categories that represent the key cornerstone of every
positioning statement: setting the stage, creating the story and defining the connection. It is
based on identifying strategic patterns that were discovered from studying over 1,000 case
studies of successful brand building across many different catagories and geographies. | love
that these are rooted in the way people act, think,feel, learn,choose and behave because a
positioning statement is the key to everything you do to differentiate yourself from every
other choice a customer or prospects makes in your catagory. | used them to develop a
brand positioning statement for one of my consultng clients and found it an excellent tool. |
intend to use this deck often and highly recommend it!

One person found this helpful

Helpful Report abuse





OEBPS/Images/info2.png
SUPER (ARS





OEBPS/Images/1.png
THE BRAND
PoSITIoNING
WoRKBooK

A simple how-to guide to
more compelling brand
positionings, faster

Ulli Appelbaum

Award-Winning Brand Strategist and Creator
of The Best-Selling, 5-star rated Brand
Positioning Development Method Cards
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Fedededede A new tool for my toolbox

Reviewed in the United States on December 9, 2019

Verified Purchase

If you've never developed a positioning before or if you've been doing it for 20 years, these
cards are great and pay for themselves in the first 5 minutes of opening the box. | work
mostly on my own and so these cards are a great collaborator for me as | think through the
possibilities. I've used many of the routes in the pack over the course of my career, but
they're a great reminder of other avenues to consider when you have an idea on the table
and having them means | don't have to keep everything in my head. They'll be a great new
resource for me moving forward.

2 people found this helpful

Helpful Report abuse





